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PROGRAM CHAIRMAN NAMED FOR 
SECOND ANNUAL IARI RESEARCH FORUM 


George Robertson, Manager-Advertising Administration & Research for 
General Electric Company, will be in charge of program arrangements 
for the Institute's Research Forum to be held in New York and Chicago 
this Fall. Further details will be announced later. 


A SPECIAL MESSAGE 
TO ADVERTISING AND AGENCY RESEARCH DIRECTORS 


Not since 1947, when the first Repeat Ad Study was made, have so many 
members of the industrial advertising fraternity joined together ina 
common-cause research project as in the IARI study now underway. 


Considering the none-too- favorable economic conditions when the pres- 
ent study was launched this Winter, the response has been favorable-- 
over 100 test ads as compared with 46 in the original study. However, 
because of the objectives to study a greater number of cycles in a vari- 
ety of publications, it was recognized that more test ads would be re- 
quired--and it was hoped that the response would be greater. 


Since another study of this kind willprobably not be conducted again for 
quite some time, the opportunity for this research exists only now and 
shouldn't be left for "other advertisers" to do. The Project Council re- 
sponsible for this study therefore asks that every effort be made to enter 
test ads in the numerous publications offering testing cycles which will 
run until March 1962. IARI headquarters will be glad to provide this 
information. 


Not included in IARI's listing of cooperating publications is Purchasing's 
test cycle (I) for the June 5, July 17, August 28 and October 9 issues. 


Also, one of Purchasing Week's test cycles under (S)is incorrectly listed 
as beginning on May 9. This cycle should be for the May 29, July 3, 
October 23 and November 27 issues. 








IF YOU CAN'T ANSWER "YES" TO ALL THE FOLLOWING 
--- THEN THERE'S PROBABLY WORK TO BE DONE 


o Does your marketing "sell" your com- 
pany as well as its products? 


o Do you emphasize a variety of reasons 
for buying the product? 


o Does all your marketing effort, includ- 
ing advertising, help those who want to 
buy from your company "sell" the others 
who influence purchasing in their com- 
panies? 


o Does your marketing reassure the final 
decision-maker he has made the right 
purchase? 


o Is your product advertising "customer- 
oriented"’? 


o Does your marketing, and particularly 
your direct selling, take into account the 
fact that buyers are people with many 
different types of personalities? 


IARI's Report #9, "Motives in Industrial Buying," brought to light the 
importance of the above and other basic questions when planning your 
marketing program. Even more important are the valuable insights 
which a thorough study of this report offers for more productive adver- 
tising-- especially in terms of the many attitude-influencing ideas which 
should be communicated to the buyer inaddition tothe features of a prod- 
uct or service. 


ACROSS THE EDITOR'S DESK 


"Marketing Research, Principles and Readings," by Parker Holmes, Mar- 
quette University, gives substantial attention to many of the problems 
facing the industrial marketer. Eight of the chapters are devoted to in- 
dustrial marketing research including one chapter on industrial advertis- 
ing research. This 646-page volume was published last year by the 
South- Western Publishing Company. 





WHAT FORMAT DO YOU FOLLOW 
e WHEN PREPARING A QUESTIONNAIRE? 


Qualified researchers all agree there is no one best style for drawing 
up a questionnaire. It is the objectives being sought that usually dictate 
the groupings and type of questions used (check list, open-end, etc. ). 
Also, careful thought must be givento an overall arrangement which will 
encourage and facilitate answering. 


Aside from style is the important matter of striving for quality of re- 
sponses--or attaining your objectives. This is where many question- 
naires fall down. But you can avoid problems in this area by referring 
to Section V of IARI's Report #4, "Yardsticks for Evaluating Industrial 
Advertising Research.” 


FIVE ADVERTISERS, ONE AGENCY 
BECOME IARI SUBSCRIBERS 


Following are the companies and their official representatives who be- 
came subscribers during February and the first half of March: 


Greenlee Bros. & Co., Rockford, Illinois 
Budd A. Reesman, Advertising Manager 


Lincoln Engineering Company, St. Louis 
J. Richard Cone, Advertising Manager 


* Nalco Chemical Company, Chicago 
L. W. Mendenhall, Advertising Manager 


RT&E Corporation, Waukesha, Wisconsin 
R. M. Carlson, Manager, Advertising & Sales Promotion 


Ross Roy-B.S. F. & D., Inc., Detroit 
L. L. Druckenmiller, Research Director 


Signode Steel Strapping Company, Chicago 
S. E. Heymann, Advertising Manager 


Prospective IARI subscribers please see next page 
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A REMINDER TO OUR PROSPECTS OF THIS UNUSUAL OPPORTUNITY 
FOR MAKING YOUR ADVERTISING MORE EFFECTIVE 





Industrial advertisers on our Reporter list recently received a mailing 
describing the following three major research studies to be published 
this year--the first to be released this Spring. Like all previous IARI 
reports, these new studies are designed to give practical help in doing 
a more effective job. 


"Building & Maintaining Direct Mail Lists" 
"Techniques & Standards of Mailed Readership Questionnaires" 
"Use of Market Evaluation Data in the Advertising Plan" 


Your first year's subscription includes any five of the published reports 
listed below. It would be very much to your advantage to subscribe to 
IARI at this time because you would then receive as part of your sub- 
cription the three new reports to be published this year. A return re- 
ply card is enclosed for your convenience in entering your subscription 
based on the following schedule: 











INDUSTRIAL ADVERTISERS 


amount of annval 
annual budget subscription 


Up to $50,000 $100 
$51,000 to $200 
$126,000 to x $300 
$251,000 to $500 
$501,000 to $1,000 
$751,000 to $1,000,000 $1,500 
Over $1,000,000 $2,000 

(Based on that portion of the annual budget de- 


voted to industrial products and services, regardless 
of media used.) 


"Methods for Handling & Evaluating Industrial Advertising Inquiries" 

"Bibliography of Information on Handling Industrial Advertising 
Inquiries" 

"How to Establish the Budget for Advertising Industrial Products" 

"Yardsticks for Evaluating Industrial Advertising Research" 

“Organizing & Controlling Industrial Advertising Operations" 

“Analysis of Advertising Readership Studies" 

"How to Get More Value from Trade Show Exhibits" 

"How to Coordinate Industrial Sales & Advertising" 

“Motives in Industrial Buying" 
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